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With rapid development of housing market in our country, the competition in this 
industry is getting more intense. More and more enterprises realize that the key to 
maintain their persistent competitiveness is making their housing products greatly 
match the consumers’ demand through the accurate market segmentation by 
consumers’ differences. Based on this, the article discusses the housing market 
segmentation from consumers’ lifestyle angle, trying to provide the basis of market 
positioning and strategy formulation for enterprises. 
This article firstly reviews and summarizes the previous related studies, and 
points out the progresses and inadequacies of the previous research. The article 
proposes a study framework on the housing market segmentation based on lifestyle 
angle, as well as the research hypothesis. Questionnaires and investigation are carried 
out in accordance with the model and hypothesis. Considering the regional 
Characteristic of the housing products, the article takes Shanghai as an example and 
uses SPSS as the statistical tool to analyze the data after the survey in order to verify 
the hypothesis. The main results are showed as follows: 
Firstly, according to lifestyle characteristics of house consumers, this article 
divides the consumers into five clusters: “individual achievement type”, “economical 
and practical type”, “family and business type”, “home stability type” and “fashion 
and leisure type”. 
Secondly, the article verifies that different lifestyle clusters of housing consumers 
have difference in different population statistic variables. In addition to family size, 
the different lifestyle clusters of consumers are significantly different in age, sex, 
marital status, occupation, family income and educational attainment.  
Thirdly, under the high price conditions of housing market, the house price has 
become the most important factor which the housing consumers care about. In 
addition, the consumers in different lifestyles have significantly difference in purchase 
decision variable, such as the purchase motivations, information sources, and 















Finally, provide appropriate marketing suggestions for market positioning of the 
enterprises according to the different lifestyle segments. 
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步加快，十一五规划纲要就指出，到 2010 年，我国人均 GDP 将达到 19270 元，
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